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on the walls has been adapted from Colonel Hutchison's photo-
graphs of what is, perhaps, the finest example of a sixteenth-
century Venetian palace.'5

This palace, it may be remarked, was that of ancient Krakow.
Strange that this example of Italian art should be situated among
the tortuous, poverty-stricken streets of a Galician city.

Before the opening of the Fashion Fair, by chance I met in
London an aggressively energetic young man. He had been
my Adjutant during the War, Major George Harrison. We
exchanged a few words on our mutual activities. Harrison had,
as he told me, on the strength of a recommendation which I had
given him, been appointed as Secretary to the London Press
Exchange, then emerging from the difficulty of the war period,
under the direction of a master brain and charming personality,
Reginald Sykes. There was a meeting between Harrison, Sykes,
and myself. Within a few hours an agreement had been drawn
up between us and I became the City Director of the London
Press Exchange, with larger offices and a much wider horizon
of activity.

From that moment I had become an Advertising Agent.
To-day, very largely owing to the almost superhuman energy
of Harrison and his unflagging labour, due as much to his genius
for finance and his quick understanding and perception of
industrial and commercial problems, the London Press Exchange
has grown to be the largest and most important advertising
organization in this country, with ramifications throughout the
world. Harrison has recruited to its staff artistic and literary
genius, economists and market investigators, and from the small
staff in which I knew it, the annual wage bill now runs into many
tens of thousands, while its turnover exceeds millions sterling.

I spent three years as an Executive and as a Director of the
Associated Companies of the London Press Exchange, and during
that time was engaged upon some of the largest and most far-
reaching marketing and advertising campaigns in the world, that of
Kodak, Kruschen Salts, the British Commercial Gas Association,
the Imperial Tobacco Company, Glaxovo, Steinway. I know
of no activity in human affairs which demands more of a man
than does that of Advertising Agency practice.

I was in close touch and conference with most of the figures in
the advertising world, in agency practice, as directors of newspapers
and journals, and as business executives. But I had not relin-
quished an earlier interest in political affairs. Indeed, though the